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IT’S A MOD, MOD, MOD 


MOD WORLD 


or fall 2003, designers 

are playing it safe. 

Perhaps in reaction to 
an uncertain political cli- 
mate, designers have taken 
refuge in a gentler, more 
innocent era, namely the 
ladylike ‘50s through the 
swinging ‘60s mod genera- 


DITTO MENSWEAR)’ 


The Mod Message - Fall “03 


PART |—A CONVERSATION 
WITH DAVID WOLFE 


FI and David Wolfe of the 
Doneger Group, one of 
menswear’s top fashion 
analysts, compared notes on 
the highlights for NY Fall ‘03. 


FI: What really impressed 
you this season in NY? 


DW: Sean Jean was incred- 
_ ible! His was the only show 


Fall 2003 
Runway 
Report 
tion. However, there’s also 
evidence of a tougher stance 

in some collections, with 

military and workout flour- 

ishes adding a jolt of reality 


to a season filled with an 
abundance of sweetness. 






continued on page 2 
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that stood up to the Euro- 
pean designers. He has a 
consistency of vision that is 
remarkable. The theme was 
a very macho kind of glam- 
our, very much like Sean 
Jean himself. The silhouettes 
were oversized in rich fab- 
rics; it’s for rich dudes. 
Watching it made me wish 


KENNETH COLE 


| 


continued on page 5 








“IT’S A MOD, MOD, MOD, MOD WORLD” 
continued from page 1 


Without a doubt, CHADO 
RALPH RUCCI produced 
one of the most impeccable 
collections. Totally disci- 
plined, yet soignée and 
elegant, Rucci laid claim to 
being a true couturier. From 
the first outfit to come down 
the runway to the last, there 
was not one false step. Con- 
fident women will covet his 
subtle combinations, such as 
a sable pullover paired with 
flannel jeans or a taupe 
cashmere and matte alliga- 
tor jacket and skirt. Rucci’s 
double-faced cashmere 
separates in creamy pales or 
black were also luxurious as 
well as timeless in their 
beauty. 


NICOLE MILLER touched 
all the fashion bases with 
her sophisticated collection. 
There was luxurious fur 
trim, military influences, the 
mod look and shirring, ina 
color palette comprised of 
mostly somber tones. 
Standouts were her slate 
jersey shirred dress, the 
hand knit pieces in a color 
called “fatigue”, and the 
shirred parkas with fur 
collars and cuffs. 


It’s definitely a mod world 
at KENNETH COLE. In a 
mostly black and white 
color palette, Cole managed 
to give a fresh spin to the 
swinging’60s while still 
paying homage to Mary 
Quant and the Carnaby 
Street scene. The collection 
got off to a strong start with 
a group of clean sportswear 
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looks spliced with contrast- 
ing racer stripes. Cole’s 
white felt belted jacket with 
Velcro closure atop canvas 
stovepipe pants and his 
white waxed cotton belted 
coat with silver band were 
on the money. 


CHANPAUL was also on 
target with his concise, well- 
edited collection designed to 
take his young customer 
from office to late day. Out- 
standing is his fabulous take 
on the ubiquitous pea coat. 
Chanpaul’s version comes in 
olive wool/cashmere with a 
red quilt lining, and sits 
close to the body. Also on 
this wavelength is the 
matching slim coat, atop 
aubergine cashmere turtle- 
neck and chalk stripe flannel 
pants. Chanpaul’s corded 
ski jacket and coat with their 
floral embroidery and mink 
trims looked very salable as 
did his chic corded brocade 
double-breasted coat over 
ivory denim pants. Look no 
further than this collection 
for the perfect little black 
‘50s inspired dresses in 
either silk moiré or hand 
pleated silk faille. 


NewcomerALIDIOMICHELLI 
debuted with the assurance 
of a seasoned pro. Designer 
Alison Miller’s background 
in fine arts served her well 





in a collection that focuses 
on classic silhouettes and 
impeccable details. There’s a 
magnificent portrait col- 
lared, mid-calf coat in black, 
bonded to brown velvet, and 
a stunning slim black leather 
coat with hand pleated 
leather “cross” effect run- 
ning down the front. Miller 
rounds out her sophisticated 
collection with the perfectly 
cut wool “classic” pant, 18 


continued on page 12 
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To Be Co nfirme d (TB C ) next stop, Tokyo. 


hile FI always makes 
\\/ the rounds of the key 

trade shows, not all 
are created equal. Now in 
its third go-round, TBC, the 
hot trade show from Lon- 
don, featuring the latest 
streetwear brands, has 
definitely made an impact 
with buyers and press. 
Already a must-stop on 
every savvy professional’s 
calendar, the show has 
grown from 50 to over 90 
specially selected participat- 
ing designer brands from 
around the globe. 


| women’s lines. At the end of the 
day, we want people to do busi- 
ness. TBC has everything for the 
retailer who wants to be 30 
| seconds ahead of the trend. Our 


continued on page 7 


FI wanted to get some de- 
tails on the format of this 
exceptional show, as well as 
an insider’s perspective on 
what makes TBC such a hot 
ticket, so we went right to 
the source, show producer 
Markus Klosseck. According 
to Klosseck: 


The approach is simpler, and 
we make it easier for customers 
to shop the show. We concen- 
trate on more affordable lines, 
and we have a certain distribu- 
tion. All our brands target 
similar retailers We get lots of 
start-ups, and even the more 
established brands bring their 
guirkier, more hip collections. 
TBC is an invite only show to 
protect our exhibitors. Re- 
stricted to press and buyers, 
we make it easy to get a quick 
product overview in a one-on- 
one setting. The ratio is approxi- 
mately 90% men’s and 10% 3 


BLOCK 60 








EXPLORATIONS 


The Museum 


t is a given that fash 
| ion and style today 
draw on a conglom- 
eration of influences and 


designs from many different 


cultures. Undeniably, the 
influence of the Italians is 


reaffirmed and celebrated in 


this exhibition, “Fashion 
Italian Style”: divided into 
three sections, fashions, 
textiles, and accessories, it 
comprises the most impor- 
tant 20" century Italian 
designs. Dr. Roberto 
Luongo, Trade Commis- 
sioner of The Italian Trade 
Commission, promoters of 
the exhibit, hopes that a 
tour of this exhibit will 
provide the visitor with an 
in-depth understanding of 
why it is that Italy immedi- 
ately comes to mind when 
we think of fashion and 
style. FI believes that cura- 
tor Valerie Steele and The 
Italian Trade Commission 
have more than achieved 
this goal — visiting this 
exhibit is truly a stroll 
through a design wonder- 
land. 


Always a pleasure to visit, 
the galleries at FIT provide 
an excellent vantage-point 
for the viewer. This is most 
evident in the accessories 
gallery on the first floor. 
Viewers are able to get an 
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at FIT 


FERRAGAMO 


up-close look at such breath- 
taking beauties as the 1938 
Salvatore Ferragamo poly- 
chrome suede and metallic 
gold leather platform san- 
dals, which is only one 
example of the many 
Ferragamo fantasies on 
display. Interesting are the 
Miu Miu patent leather open 
toe heels with synthetic 3-D 
decoration resembling 
millefiori beads, a variety of 
glass produced on the Vene- 
tian island of Murano. Also 
eye-catching are some hand- 











bags from Gucci— especially 
the 1996 black suede and 
black leather shoulder bag 
adorned with peacock feath- 
ers — as well as some 
knockout textured red 
leather boots with silver 
spike heels. Nearby, two 
more outstanding feathered 
bags, one in pink, and the 
other green, from Valentino. 
Offering additional beauties, 
a glass encasement contains’ 
a collection of “you know’em 
when you see ‘em” Fendi 


continued on page 8 


“DITTO MENSWEAR” 

continued from page 1 

that I were younger, richer 
and hipper. Also, it’s inter- 
esting that his line is not 
down market. It is not 125th 
Street at all. 


FI: What’s happened to “the 
125th Street thing”. What 
about all those young well 
to do guys who were wear- 
ing labels like Pelle Pelle by 
Marc Buchanan a couple of 
years ago? Don’t they want 
to look urban anymore? 


DW: Most of the Pelle Pelle 
urban ‘wanna be’ customers 
have grown up and they’re 
looking to Sean Jean and 
Dolce, they’re very Euro- 
centric. 


FI: What about “the regular 
guy” who likes fashion but 
doesn’t want to be too fash- 
ion-y? 


DW: One person who we 
must talk about is John 
Varvatos. He is the other NY 
designer who has also kept 
his designs consistent. His 
clothes are low profile but 
luxurious. This season, lots 
of people were stuck in gray 
but he moved into a green/ 
gold and brown/cranberry. 
There’s no succumbing to 
fashion moments (like mod). 
His clothes are kind of 
straight and forgiving; he 
really understands that the 
name of the game should be 
dressing the customer. 


FI: Mod was just about 
everywhere, at Hilfiger, at 
Kenneth Cole, and Marc 
Jacobs. Why this “mod 
moment”? 


DW: We saw Mod in Eu- 
rope, in January, where 
there was an assortment of 
bright accent colors that © 
popped out. Europe was full 
of heavy-handed mod. 
Moschino and Gigli were 
wonderful. Over here, Marc 
Jacobs did it brilliantly. The 
use of color sent a strong 
message and it looked terrific. 





FI: Yes, rather than just 
using a hint of accent color, 
teal (Kenneth Cole) or red 
(Tommy Hilfiger) accents, 
Marc Jacobs did head-to-toe 
brights: an egg yolk hooded 
top and bottom worn with 
a rich purple-blue sweater. {| 
He did head-to-toe white as | 
well, with a shiny patch 
pocket winter white warm- 
up suit. Tommy Hilfiger 
always makes a point of 
being on-trend. It’s nice that 
he goes all out and doesn’t 
dilute his message with 
more commercial bits and 
bobs of accessories he’s 
hoping to sell. 
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DW: “Yes, Hilfiger has a i 





more theatrical bent than 
Kenneth Cole, who is al- 
ways putting out commer- 
cial items in his shows, but 
one wonders, would he 
have done mod had he not 
heard the buzz of mod in 
Europe? Let’s go back a couple 
of seasons when rock was the 
thing and he did rock...” 


TOMMY HILFIGER > 


FI: About 9 or so months 
ago, you were quoted in The 
New York Times as being 
“very optimistic” about the 
state of men’s fashion. Now 


that we’re very likely going q 





to war, what is your take? 


continued on page 6 5 


“DITTO MENSWEAR” 
continued from page 5 


Are you still feeling 
positive? 


DW: In general, menswear is 
performing better than 
womenswear. We’ve got 
some interesting menswear 
designers coming along. The 
young teenage customer is 
outgrowing Abercrombie 
and looking for something 
else. 


FI: So at this moment, what 
is it that men are really 
looking for when it comes to 
fashion? 


DW: Take Ralph. He has a 
singular vision — this time 
it was a British-American 
vision that looked really right- 
on. It’s a shame that Ralph and 
Calvin showed in Milan; Ralph 
was sensational and Calvin 
was wonderful. 


What we really want is 
classic, Ivy League like we 
had in the ‘50s. In general 
though, the thing is for 
designers to focus on their 
niche and to become a desti- 
nation label. We have unre- 
alistic expectations of 
growth; we cannot be all 
things to all people. There’s 
going to be a retail blood- 
bath in the next 5 years. 


PART II - FALL OVERVIEW 


Prior to focusing in on each 
designer, the tie warrants 
more than a mention, as it 
was all over the runways. 
Back as an important fash- 
ion statement, this time, it is 
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worn with a crisp white 
shirt, complete with spread 
collar and under a vest, 
much like Robert Bryan 
wears it. According to Mr. 
Bryan, Menswear Fashion 
Director for The New York 
Times Magazine and one of 
fashion’s best-dressed men, 
ties are again on the fashion 
radar. London’s club kids 
have adopted the tie, that 
most proper of.authority 
symbols, and made it their 
own by wearing it loosely 
around their necks over a 
bare chest. For men who 
want to get on the tie trend, 
try wearing a tie loosely 
around your neck, suggests 
Mr. Bryan. 


TOMMY HILFIGER: 
Tommy Hilfiger is at the top 
of our list for great items 
with his winter white cash- 


mere cromby coat (double- 


breasted, to the knee). The 
Tommy customer is growing 
up a bit and will be wearing 
shirts and ties come fall. 
Shirts and ties don’t have to 
look stodgy. Mr. Hilfiger 
showed a very elegant 
spread collar shirt, in white, 
with a winter white satin tie 
juxtaposed with navy chalk 
stripe drainpipe pant. If one 
doesn’t feel like wearing a 
tie, there’s a charcoal/gray/ 
red pinstripe 3-button notch 
lapel suit that looks great 
with a bright red wool 
turtleneck. His coats were 
wonderful; especially a 
charcoal pinstripe wool 3- 
button coat worn over a 
shocking red collar high 
neckline and a graphic 
black/white exploded 
hound’s-tooth wool pant. 
And, the V-neck cashmere 


sweaters worn over white 
spread collar shirts and 
skinny satin ties worked 
really well getting the mod 
image across. One of the 
models looked like a young 
Robert Wagner in the ‘Pink 
Panther’ movies of the ‘60s 


_ina black turtleneck and 


black/white /red skinny 
hound’s-tooth pants. For 
evening, there’s the black 3- 
button peak lapel suit and a 
white wool turtleneck 
sweater in the slimmest of 
silhouettes. Mr. Hilfiger gets 
better and better each season. 


BLUE KHAKI: Remember 
those well to do ‘70s college 
guys who wore rugged 
basics that you knew were 
expensive but were devoid 
of flash? They wore parkas, 
chunky sweaters, generously 
cut trousers, and very occa- 
sionally, indulged ina 
splash of color. Here that 
color is traffic cone orange. 
The clothes are well made 
and don’t indulge in flights 
of fancy into the mod or me 
decade. This guy’s got his 
feet solidly on the ground. 


KENNETH COLE: Kenneth 
Cole, like Mr. Hilfiger, chose 
mod as his theme. He sent 
out wearable black, gray 
and white clothes in sharply 
cut, fitted silhouettes, ac- 
companied by some of the 
most memorable 
soundtracks of the late ‘60s 
and early ‘70s, among them 
Joni Mitchell and the Rolling 
Stones. The men had shiny 
straight shaggy, rock star 
hair, as did the women. Mr. 
Cole modernized his theme, 
presumably to make it 


continued on page 9 
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“HOT AS A PISTOL” 
continued from page 3 


While FI would have been 
content to spend the after- 
noon lounging on the comfy 
(but oh so hip) sofas and 
chairs, drinking martinis 
and listening to the music, 
we were there to work. After 
checking out every exhibi- 
tor, the following collections 
stood out. 


BLOCK 60 is a source for 
wearable, military inspired, 
chic dressing for both sexes. 
Fabulous is a pinstriped 
belted trench with faux fur 
collar and multiple pockets 
for her. There is nice detail- 
ing throughout: grommets, 
buckles, etc. Fabrics include 
wool, moleskin, and military 
cotton, in a neutral color 
palette. Their second season 
in North America, ONE 
TRUE SAXON, employs a 
decidedly English look with 
a unisex feel. We loved the 
fun fashion twist on the 
classics, like the updated 
Fair Isle sweater, the resin 
backed denims, and the 
witty knit caps, scarves and 
gloves. Terrific shrunken 
hoodies for her and other 
stylish workout pieces in a 
neutral palette with hits of 
pink (the key color now) are 
found at LEFT FIELD. Also 
here are corduroy pants 
with a higher rise, ‘70s and 
‘80s vintage disco prints, 
straight leg pants with a 
closer fit, and pigment dyed 
100% cotton waffle tops. 


ALPHA INC. does highly 
desirable reworking of clas- 
sic military inspired outer- 
wear for men and women. 


The fun, retro inspired, 
washed cotton bomber jack- 
ets, field coats, double- 
breasted melton, Navy pea 
coat, and faux fur trimmed 
parkas are standouts. Fash- 
ion forward sportswear for 
the guys that plays up hard 
edged styling, military 
details, and an urban color 
palette are at CLIFF. Their 
zippered biker jackets, stone 
washed outerwear, and 
jersey tops are offset by 
reverse stitching. SCHIELE 
concentrates on contempo- 
rary men’s streetwear in an 
interesting mix of materials 
from cashmere to destroyed 
wash cotton jerseys. Graph- 
ics have Chinese or whimsi- 
cal influences and go be- 
yond the two-dimensional 
through the use of layers, 
color mixes and textural 
variations. KEANAN 
DUFFTY’s inspiration is the 
Berlin of Christopher 
Isherwood, and everything 
decadent and creative. 
Duffty reworks military 
clothing, leather biker jack- 
ets and Levi denim; and re- 
cycles “Lee Storm Rider” 
denim jackets with “Berlin” 
screen printed on the back. 
His selection of multi-screen 
printed tees feature pop 
culture images, adorned 
with bits of vintage flags. 
Another key item is the 
nylon flying jacket adorned 
with the “anarchy” symbol 
and a camouflage image of 
punk rocker Sid Vicious. 


55DSL takes inspiration 
from the hunting world. For 
women, the focus rests on 
fabric choices, and graphics 
with tiny rabbits, birds and 
butterflies, and other forest 


inspired elements. Look for 
new cuts and fabric mixes, 
particularly on pants and 
jackets. The herringbone 
super bleached old washed 
denim offers a fresh new 
take for a favorite fabric. 
Knitwear is strong, particu- 
larly the colorful lamb’s 
wool skirts, tops and 
dresses. FRED PERRY offers 
a terrific, young and sexy 
take on sportswear for 
women. The ‘80s are the 
inspiration for the edgy 
clothes that reference the 
early days of sport and 
street fashion. Key pieces 
include mesh half sleeve 
tops with waist pulls, 
skinny velour jackets with 
chest stripes, and taffeta 
lined mesh jackets and 
pants. Velour is worked in 
sporty jackets accented with 
bright color striping, as well 
as in the classic track jacket 
and pant in coral and chrome. 
There’s also a terrific cotton 
toweling hoodie, and ‘80s 
striped drawstring jacket. 


Not to be forgotten are the 
accessory collections. 
CAMPER creates a fun shoe 
collection for the girls. We 
love the updated felted wool 
clogs, the embroidered | 
suede lace-up flat shoe, and 
all the variations on the 
bowling shoes. A hip range 
of unisex millinery is found 
at BLOCK HEADWEAR. 
Best bets going forward are 
textures, knit/corduroy 
combinations, and suede/ 
knit buckets and caps. Visor, 
sculls, helmets and trucker 
inspired caps are standouts. 





“EXPLORATIONS” 
continued from page 4 


bags. Here too are great 
designs from Tods, Trussardi 
and Pucci, as well as Zegna 
ties and Verdura jewelry. 


Then it’s down the stairs for 
the textiles and clothing. 
“Italy has a long tradition of 
quality and fine craftsman- 
ship,” says Dr. Valerie 
Steele, director of The Mu- 
seum at FIT as well as chief 
curator of the exhibition. 
“But the modern Italian 
fashion system is also char- 
acterized by technological 
innovation and the vertical 
integration of production, 
from fiber to finished prod- 
uct.” These comments are 
justified in the section de- 
voted to quality Italian 
textiles and yarns, where 
viewers can look at swatches 
and lengths of fabrics from 
manufacturers such as 
Mario Boselli, Marzotto and 
Zegna. To exemplify the 
scope of this artistry is a 
miter, a formal ecclesiastic 
hat worn by popes as well as 
cardinals and bishops. Once 
worn by Pope John Paul 
XXIII, it is silk, appliquéd 
with gold metal embroidery 
and stones. 


Upon entering the final and 
largest gallery, one must 
make the decision as to 
which one of the many 
fashion creations gains 
premiere attention. Each is 
admirable, and is among the 
best from major Italian 
designers. There is a beauti- 
ful Simonetta ‘50s belted 
strapless dress of off-white 
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synthetic raffia and pink silk 
taffeta. Neighboring forms 
are dressed in Valentino 
Couture ball gowns and 
evening dresses. Just across 
the room are creations from 
Versace, Prada, Pucci, Tom 
Ford for Gucci and the wild 
Moschino bra dress! How- 
ever, this exhibition, dis- 
playing some of the world’s 
most memorable fashions, 
does not stop with the en- 
trance-makers. The full 
range of Italian fashion 
design is brought home to 
us with young casual den- 
ims from Diesel and semi- 
preppy looks from Benetton, 
as well as from a not to be 
missed wonderful ‘60s coat 
and dress, with geometric 
printed circles, designed by 
Mila Schon. 


Fashion: Italian Style 
2/11/2003-4/12/2003 
The Museum at the Fashion 
Institute of Technology 
Hours: Tuesday — Friday, 
noon — 8:00PM 
Saturday, 10:00AM — 5:00PM 
Contact: 212-217-5800 


Coming Soon 
GODDESS 


The Costume Institute, The 
Metropolitan Museum of Art 


Goddess- 1. a female god. 2. a 
women whose charm or beauty 
arouses adoration 

The very definition arouses 
interest. 


FI is looking forward to the 
spring 2003 exhibit, GOD- 
DESS, at The Metropolitan 
Museum of Art’s Costume 


Institute. The exhibit will 
examine how classical dress 
has inspired and influenced 
art and fashion through the 
millennia. Organized by 
curator Harold Koda and 
made possible by Gucci, 
with additional support 
from Condé Nast, the collec- 
tion will include more than 
200 items — clothing, prints, 
photographs, and decorative 
works of art from the 18" 
century onward. 


The Costume Institute’s 
Benefit Gala will celebrate 
the opening of the exhibit on 
Monday evening, April 28". 
Also sponsored by Gucci, 
the “Party of the Year” will 
be co-chaired by Tom Ford, 
Nicole Kidman, and Anna 
Wintour. 


Goddess 
5/1/2003 — 8/3/2003 
The Costume Institute 
The Metropolitan Museum 
of Art 
1000 Fifth Avenue 


(82° Street) 

Hrs: Monday closed; 
Tues-Thurs. & Sun, 
9:30AM-5:30PM; Fri-Sat., 
9:30AM-9PM. 
Contact: 212-535-7710. 
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“DITTO MENSWEAR” 
continued from page 6 


appealing to his client who 
wants some fashion, but 
doesn’t want it over the top. 
The trousers, while slim, 
were not drainpipes in the 
true mod tradition, but 
wider cut. 


The color palette was pre- 
dominantly black and white 
with some gray. He did well 
with an almost all-white 
look — a white vest, pea 
coat, pant and skinny black 
mod tie. The sweater vest, 
which has been out of favor 
for a while, looked right 
again with a black tie neatly 
tucked in it. Cole chose teal 
as his accent color, and it 
looked nice as a belt, turtle- 
neck and as striping on 
sweaters, but it lacked the 
impact of Mr. Hilfiger’s 
ruby red. He used many 
heavy, industrial zippers 
and almost every outfit had 
a stripe. 


CLOAK: Cloak’s PR release 
describes this hot new col- 
lection that has won the 
Ecco Domani Award as 
“Saville Row meats 
Meatpacking District suit- 
ing”. The first thing one 
notices is the cool boy/man 
factor that Mr. Wolfe de- 
scribes as “very Marc 
Jacobs”. That’s not surpris- 
ing, considering the design- 
_ ers are Marc Jacobs’ veter- 
ans, Alexandre Plokhov and 
Robert Geller. 


All the elements are there, 
there’s the chunky hand knit 
mufflers, the shirts hanging- 
out of trousers and the 
longish hair that goes with 


the guy who’s “in the arts”. 
This guy isn’t as preppy as 
Marc Jacobs’ ’70s boy 


though. For evening, he’s in 


a white shirt, loose black tie 
and the shirt hangs over his 
trouser. At Cloak, however, 
the clothes are somber and 
humor is not part of the equa- 
tion as it is at Marc Jacobs 


KEENAN DUFFTY: Without | 


a doubt, Keenan Duffty is 
one of the most innovative 
designers working in New 
York. We’ve come to expect 
rock n’ roll and quirky sub- 
versive messages from him. 
(He’s says that his clothes 
are for people who fancy 
themselves to be rock stars). 
What we didn’t anticipate 
was the computer-animated 
show Mr. Duffty dreamed- 
up. He had the audience in 
stitches from the opening 
number when Barbie (yes, 
Barbie, TM MATTEL) 
walked jerkily down a run- 
way on screen in a cut-up 
“star” tee shirt and smudgy 
blue kohl liner and wild 
punk hair. In a post-show 
interview, Mr. Duffty said 
that his afro-d Ken Doll in 
camouflage gear holding up 
a “War is Over” sign was “a 
soft political message”. He 
stated quite firmly that he 
doesn’t believe that fashion 
and politics mix well and 
that he was not trying to 
push his views in anyone’s 
face: “The way, as a fashion 
designer, to address world 
issues like politics is with 
humor and not to push it.” 
Pop Tart, Britney Spears, 
was represented in his show, 
as were London club kids, 
who have started a mini 
trend of wearing ties minus 


shirt and jacket. Bondage 
was also well represented, 
but in such a way that it was 
amusing rather than scary or 
offensive. 


It is often said that NY de- 
signers make dull wearable 
clothes that lack the creative 
spark of the European 
brands. Anyone who holds 
this view should get over to 
Keenan Duffty’s showroom. 
We can’t wait until his next 
show to see what he’Il do. 


PART Ill- ACONVERSATION 
WITH CUSTO BARCELONA 


Shortly after Fashion Week, 
FI had the opportunity to 
speak with Latin designer 
Custo Barcelona on one of 
his infrequent visits state- 
side. Custo spoke with us 
from the site of his newest 
store on Broome St, NYC, 
due to open in May. The 
3,000 square foot store is 
part of a rollout in the USA. 
The first store has already 
opened in Chicago. 


We preface this interview 
with David Wolfe’s com- 
ments on Custo and his fall 
collection. “Custo is very 
special, the collection is 
dynamite — they’re on fire 
over there. It’s for the guy 
who isn’t afraid of being 
tattooed all-over. It’s ethnic- 
y and folkloric.” 


CUSTO BARCELONA 
FI: Has the craze for all 


things Latin had a positive 
effect on your business? 


continued on page 11 





MAR. 28-30 FT. LAUDERDALE, FL 
FLORIDA FASHION FOCUS 


MARCH 28-31 NEW YORK 
THE NEW YORK HOME 
TEXTILE SHOW 


MARCH 28-31 NEW YORK 
EX-TRACTS 

(Personal Care, Aromatherapy, Hair/ 
Bath/Body Products) 


MARCH 28-APR. 11. TOKYO 
TOKYO RTW COLLECTIONS 


(Autumn/Winter) 

MARCH 29-APR. 1 NEW YORK 
NEW YORK BRIDAL MARKET 
MARCH 29-APR. 1 NEW YORK 


WEDDING COUTURE DESIGNER 
SHOWCASE 


MARCH 29-APR. 1 NEW YORK 
INDEPENDENT VISIONS (Bridal) 


MARCH 29-APR. 1 NEW YORK 
COUTURE BRIDAL SHOW 


APRIL 1-4 LOS ANGELES 
MERCEDES-BENZ FALL SHOWS IN 
LA. 


APRIL 2-8 LOS ANGELES 
WOMEN’S & CHILDREN’S MARKET 


APRIL 3-7 ATLANTA 
WOMEN’S & CHILDREN’S MARKET 
APRIL 3-7 ATLANTA 
INT’L BRIDAL & SPECIAL 
OCCASION 
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oF, 


Vrs 


APRIL. 3-10 BASEL, SWITZERLAND 
BASEL (Watches) 


APRIL 4-7 LOS ANGELES 
DESIGNERS & AGENTS 
(RTW & Accessories) 


APRIL 4-7 LOS ANGELES 
PACIFIC CHAMPIONS 
(RTW & Accessories) 
APRIL 5-8 CHICAGO 
BRIDAL MARKET 


APRIL 6-7 LOS ANGELES 
LOS ANGELES SHOE SHOW 


APRIL 6-8 NEW YORK 
THE OFF-PRICE SPECIALIST SHOW 
(Branded & non-branded men’s, women’s 
& children’s apparel, lingerie, outerwear) 


APRIL 6-8 ATLANTA 
MEN’S MARKET 

APRIL 7-9 HONG KONG 
ASIA PACIFIC LEATHER FAIR 
APRIL 7-18 NEW YORK 
HOLIDAY MARKET 

APRIL 8-10 FRANKFURT 


TECHTEXTIL (Technical Textiles & 
Nonwovens) 


APRIL 10-13 FRANKFURT 
FUR & FASHION FAIR 


APRIL 11-15 HOLLYWOOD, FL 
CMG CONFERENCE(Color 
Marketing) 


APRIL 22-23 NEW YORK 
DIRECTION 

(International Textile Design Show) 
APRIL 22-23 NEW YORK 
SURFACE 

(Seminar Series on Trends 
sponsored by Direction) 
APRIL 22-23 NEW YORK 
PRINTSOURCE 

(Textile Design Show) 


APRIL 24-27 MAHON, MENORCA 
EURO BIJOUX & ACCESSORIES 
(Jewelry & Accessories) 


APRIL 25-26 NEW YORK 
MANHATTAN VINTAGE CLOTHING 
SHOW 


APRIL 28-30 LOS ANGELES 
INTERNATIONAL TEXTILE SHOW 
(Perfume, Jewelry, Gifts, Crafts, Silver) 


MAY 4-6 NEW YORK 
INDUSTRY 212 (Formerly Femme) 
(Accessories, Casual Lifestyle, 
Streetwear, etc) 


MAY 4-6 NEW YORK 
ACCESSORIESTHESHOW 
MAY 4-6 NEW YORK 


MODA MANHATTAN (Designer 
RTW) 
MAY 4-6 NEW YORK 
ATELIER DESIGNER 
COLLECTIONS 

(Womenswear & Accessories) 


MAY 4-7 MONTREAL 
NAFFEM (Luxury Outerwear) 


continued on page 11 


| MAY 6-8 


“DITTO MENSWEAR?” 
continued from page 9 

CB: The Latin Spanish thing 
is really important, we were 
always there, and the dis- 
covery of the Latin culture is 
great. It is now much more 
recognized. 


FI: What was the theme of 
this collection? The back- 
drop was very folkloric. 


CB: The idea of the runway 
backdrop was paint by 
numbers, an unfinished 
look, and a winter scene in 


the mountains. The collec- 
tion evolves from season to 
season; each collection goes 


on the basis of what was 


done before (Custo main- 
tains that he has a very clear 
concept and identity to 
respect). 


FI: What is “the Custo 
Barcelona identity”? Is it a 
distinctly Latin thing? 


CB: No. The identity is a 
fusion, it is not minimalist 
at all. The consumer who 
uses our product has a 


young spirit, but the age 
doesn’t have to be so young. 
At the foundation, and 
central to every Custo 
Barcelona collection, is the 
tee shirt. A coat is a tee shirt 
that you put over other 
things; everything is turning 
around the concept of a tee 
shirt. My favorite pieces for 
fall are the coats and the 
classic motorcycle jacket 
that translates into our 
graphism. 





“DATELINE” 
continued from page 10 


MAY 4-8 SYDNEY, AUSTRALIA 
AUSTRALIAN FASHION WEEK 


MAY 5-7 NEW YORK 
THE ANNEX BY 
DESIGNERS & AGENTS 


(Women’s RTW & Accessories) 


MAY. 5-9 NEW YORK 
ACCESSORY MARKET 

MAY 5-9 NEW YORK 
HOSIERY MARKET 

MAY 5-9 NEW YORK 
INTIMATE APPAREL MARKET 

MAY 6-8 NEW YORK 


ACCESSORIE CIRCUIT 


MAY 6-8 NEW YORK 
INTERMEZZO COLLECTIONS (RTW) 


BOLOGNA, ITALY 
LINEAPELLE (Leathergoods) 


COME 


JOIN US! 


THE ANNUAL FASHION AND BEAUTY INDUSTRIES SALUTE 


TO CITYMEALS-ON-WHEELS, 


CHAIRED BY RUTH FINLEY, 


PUBLISHER OF FASHION INTERNATIONAL, WILL TAKE PLACE 
ON MAY 5, FROM 6:00-9:00 P.M., AT MARTINI’S RESTAURANT, 


810 SEVENTH AVENUE, NYC. 


THIS YEAR THE HONOREES ARE 


JOAN KANER, SENIOR VP & FASHION DIRECTOR, NEIMAN 


MARCUS AND MIKKI TAYLOR, 


BEAUTY DIRECTOR & COVER 


EDITOR, ESSENCE MAGAZINE. 


THE EVENT FEATURES GOURMET CUISINE AND A RAFFLE 
FILLED WITH WONDERFUL PRIZES DONATED BY 
FASHION AND BEAUTY MANUFACTURERS. THE TICKET 
PRICE IS $200. ALL PROCEEDS GO TO THE CHARITY! 








IF YOU WISH TO PURCHASE 
TICKETS OR TO DONATE A 
RAFFLE PRIZE TO HELP 
THIS FINE ORGANIZATION, 
PLEASE CONTACT CITYMEALS, 
212-687-1290 OR FI, 212-289-0420. 
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“IT’S A MOD, MOD, MOD, MOD WORLD” 
continued from page 2 


gauge knit pieces and im- 
peccable shirtings. 


Also debuting was TYLER, 
designer Richard Tyler’s 
younger, hipper, and item- 
driven collection. Tyler’s 
tailoring skills were shown 
to good advantage in the 
range of shrunken tapestry, 
corduroy, and leather jack- 
ets; his fabulous ivory 
double faced twill 3/4 coat; 
and sharp as a knife pants in 
tuxedo stripes, denim, cord 
and velveteen. 


LLOYD KLEIN proposed 
soft architectural evening 
silhouettes juxtaposed with 
precisely tailored suiting 
and feminine daywear sepa- 
rates — all in a somber color 
palette. While the mood ran 
the gamut from militaristic 
to dreamy, for the most part, 
the collection worked. High- 
lights included Klein’s vel- 
vet trench over geranium 
color satin knickers, and a 
corduroy hunting jacket 
over a satin and chiffon 
lingerie top and velvet 
devore skirt. Nicely tailored 
was a mint cashmere struc- 
tured coat and porcelain 
blue worsted jacket over 
liquid mint satin pants. 
Klein offered a dramatic 
belted long coat in cognac 
velvet, and a cashmere 
trench over coffee mohair 
top and liquid velvet “pan- 
taloons.” 


TOCCA came up with one 


of their most charming 
collections. Inspired by the 


12 


belle époque and the 60’s 
“dandy”, the juxtaposition 
of foppishness and exotic, 
sensual femininity worked 
beautifully. As always, 
Tocca’s prints are breathtak- 
ing, and the details equally 
sublime. Simply delicious 
were the silk separates with 
a wine/red landscape bor- 
der print; the charming 
cotton floral dress; the 
double-breasted dandy coat 
in charcoal herringbone 
wool with print silk lining; 
and the dusty pink velvet 
coat with shirred back and 
stripe lining. 


CAROLINA HERRERA 
knows what her ladies want, 
and season after season she 
keeps them happy with 
impeccable daywear and 
feminine eveningwear for 
the charity circuit. For fall, 
Herrera balances strong 
silhouettes with feminine 
details and a soft color 
palette. The belted trench 
was a recurring silhouette 
throughout many collec- 
tions, yet Herrera managed 
to make hers standout — the 
Prussian blue satin “rain- 
coat” and the parchment 
color Swakara jacket paired 
with.a satin skirt. In fact, all 
of Herrera’s Swakara pieces 
looked luxurious, yet totally 
casual, especially the beaded 
quilted butterscotch leather 
coat, lined in the fur, shown 
with a matching fur shell and 
skinny hound’s-tooth pants. 
After dark, the standouts 
were Herrera’s platinum satin 
bias gowns and her black 
broadtail jacket and beige 
organza skirt. 


ANNA SUI combined 
‘street’ with athletic school- 
girl and jazz baby looks in 
her own inimitable way. 
Highlights of this peppy mix 
were Sui’s cream/olive 
stripe rugby cardigan and 
plaid puckered skirt, the 
heather knit vest atop a silk 
chiffon dot print dress with 
embroidered border and 
terrific puffy ski jackets and 
coats. Additional winners 
were the blush velour coat 
and skirt with fur trim and 
the gorgeous metallic group 
in gold or copper lamé. 
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